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Abstract/Introduction 
 
 
 
              In February 2010, I began an internship with U.S. Biennial, Inc. in their New 
York City office.  U.S. Biennial, Inc. is the nonprofit organization that produces 
Prospect New Orleans, an international contemporary art show.  I was asked to be the 
Development Intern to work directly with the Director of Development as well as assist 
the other staff with their day-to-day duties.  The following report includes an overview 
of the organization, a description of my role as an intern with the organization, my 
analysis of the administration of the organization, and my recommendations for the 
organization that I developed over the course of my internship, which concluded in 
May 2010.  In June 2010, I was offered a position as Development Associate, which I 
accepted. 
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Chapter One: Organizational Profile 
 
I.  History 
Dan Cameron is an internationally renowned contemporary art curator.  From 
1995 to 2006, he served as the senior curator for the New Museum of Contemporary Art 
in New York City and in 2007, went on to become the artistic director for the 
Contemporary Art Center in New Orleans.  He has organized visual art exhibitions in 
numerous countries, was the artistic director for the Istanbul Biennial in 2003, and was 
one of the curators of the Taipei Biennial in Taiwan in 2006 (Cameron, 2009).  Prospect 
New Orleans, a contemporary art biennial, is Dan Cameron’s brainchild. 
After Hurricane Katrina, Mr. Cameron attended a meeting in New Orleans of 
local artists where he sensed the frustration the arts community felt towards the 
rebuilding efforts. He began to brainstorm about ways to help the New Orleans artist 
community and as a result, in 2007, Prospect New Orleans was created.  Using the 
framework of other traditional art biennials, such as the Venice Biennale and the Bienal 
de Sao Paulo, Prospect New Orleans showcases new artistic practices from around the 
world in a setting that are both historically and culturally unique.  It contributes to the 
city of New Orleans and the New Orleans arts community by boosting tourism and 
bringing international attention to the city’s visual arts community 
(prospectneworleans.org, 2010).  
U.S. Biennial, Inc. is the non-profit parent organization of Prospect New Orleans 
(Appendix 1).  The organization was incorporated as U.S. Biennial, Inc. and not Prospect 
New Orleans with the hopes that one day the biennial will travel to other U.S. Cities 
where the artistic communities deserve and need acclaim.  The offices of U.S. Biennial, 
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Inc. are located in New York City, despite the fact that majority of programming takes 
place in New Orleans.  Following the first exhibition, Prospect.1, Mr. Cameron wrote 
about the formation of the organization, “The scaffolding that did emerge in the end—a 
New York-based non-profit with an international board of directors—was not quite what 
anybody had envisioned at the outset, but it has proved to be the least cumbersome, and 
perhaps the most effective means of producing the exhibition and securing its support 
(Bloemink, 2008).” 
 
II.  Mission and Goals 
 U.S. Biennial’s mission statement is “to engender social progress through art.”  
Prospect New Orleans was founded on the idea that “the art of our time can play a 
significant role in the revitalization of an important city (prospectneworleans.org, 
2010).”  The caliber of art that is presented at Prospect New Orleans brings 
international attention to the city as well as tourists and income.  Through presenting 
visual art from around the world and educating the viewing public, the organization 
hopes to help boost the economy of the city in which it presents.   
 
III.  Management Structure 
A.  The Organization’s Staff 
Prospect New Orleans employs full-time staff of five people.  They are as follows: 
• Dan Cameron, Founder and Director 
• Beth Allen, Director of Development 
• Ashley Chavis, Development Associate 
• Keith Johnson, Deputy Director of Exhibitions 
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• Ylva Rouse, Deputy Director of Curatorial Affairs 
Three members of the staff are permanently located in the New York office, Beth Allen, 
Ashley Chavis, and Keith Johnson.  Ylva Rouse operates from New Orleans, while Dan 
Cameron splits his time between the two cities. 
During the years when the biennial takes place, additional staff is hired.  A 
volunteer coordinator, a media coordinator, educational coordinator, a visitor liaison, 
and a registrar are a few of the positions that are filled and are necessary to man the 
shows, set up educational programs, as well as manage a visitor’s center.  The 
organization relies on the generous support of volunteers year-round. 
B.  Board of Directors 
The Board of Directors of Prospect New Orleans is currently comprised of nine 
individuals who are responsible for all corporate powers of the organization.  Directors 
are carefully selected by the existing board and Director of the organization and elected 
by majority vote.  The Board has final says on all corporate decisions.  Because it is a 
start-up organization, Prospect New Orleans is still reviewing and establishing the 
board’s bylaws.  Currently the board meets four times a year, twice in New Orleans and 
twice in New York. 
C.  Advisory Committee 
In addition to the Board of Trustees, Prospect New Orleans has an Advisory 
Committee that is called upon to brainstorm new ideas for the organization and to help 
analyze the strengths, weaknesses, opportunities and threats that the organization faces.  
It is composed of seventeen New Orleanians who are active in the community.  The 
individuals range from artists to musicians to community leaders and activists. 
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D.  Marketing Consultant 
 Blue Medium is contracted as Prospect New Orleans’s marketing consultant.  It is 
a marketing services company that caters to the visual arts and cultural communities 
(bluemedium.com, 2010).  The staff at Blue Medium assists Prospect New Orleans in 
the large number of media requests, press releases and conferences, and the overall 
public image the organization portrays. 
E.  Event Consultant 
 Livet Reichard Company, Inc. is an arts management and marketing firm that 
specializes in fund-raising and promotional events (livetreichard.com, 2010).  Prospect 
New Orleans utilizes their service for large fundraising events, such as galas and 
auctions, which happen approximately once a year. 
 
IV.  Programming 
Prospect New Orleans was organized as a biennial, a show happening every other 
year with smaller events happening across the country to raise funds and awareness. 
With the organization only being three years old, Prospect’s programming is still 
evolving and the Board of Directors and staff are still determining what works most 
efficiently. 
A.  Prospect.1 
The first iteration of Prospect New Orleans, Prospect.1, opened November 2008 
and ran through January 2009.  The exhibition featured eighty-one artists who 
exhibited in twenty-four venues across the city.  The organization partnered with local 
venues to present artwork occupying a combined 200,000 square feet of space spread 
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widely over New Orleans’s eclectic and historic neighborhoods (prospectneworleans.org, 
2010).  
B.  Prospect.1.5 
Prospect.2 was scheduled to open in the fall of 2010, but fundraising issues 
provoked the board and staff to delay the second iteration of Prospect by one full 
calendar year.  In its place, Prospect.1.5, an exhibition on a smaller scale and smaller 
budget, is scheduled to open November 6, 2010.  Prospect.1.5 will highlight the 
contemporary art scene within New Orleans.  The artists chosen to participate are tied 
to New Orleans and Gulf area by birth, relocation, subject matter, or a combination of 
these elements. 
C.  Prospect.2 
Prospect.2, the second New Orleans international contemporary art biennial, will 
open October 22, 2011 and will run through January 29, 2012.  It will. It will present the 
work of sixty-two national and international artists from over twenty countries with 
diverse cultural, generational, and artistic backgrounds. Exhibitions will be presented at 
approximately twenty venues throughout seven different neighborhoods in the city. 
D.  Educational Initiatives 
Throughout each Prospect exhibition, educational programs are planned to 
coincide with the shows.  The programs fall into four categories: 
•  Educator Workshops and Receptions featuring private, guided tours of the 
exhibition for teachers as well as the opportunity to engage informally with 
curators and other educators. 
•  Family Days offering fun and educational activities for all ages monthly while 
the exhibition is on view. 
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•  A Lecture Series with artists, curators, and others in the field. 
•  Student exhibitions, including a citywide, juried exhibition to encourage young 
artists. 
E.  Artist Residencies 
Prospect New Orleans works with schools, museums, after-school program 
providers, and a broad range of New Orleans’ cultural programs for young people to 
design additional innovative programs taking advantage of opportunities to collaborate 
as they arise. These programs are anchored by “artist in residence” weeks, during which 
Prospect artists lead workshops and master classes, lecture at schools and public 
venues, and engage students in the community. 
 
V.  Budget and Funding 
 Toby Devan Lewis, a philanthropist, art collector, author, and curator, provided 
the seed funding for Prospect New Orleans.  Mrs. Lewis is passionate about the 
organization’s mission and goals and is consistently supportive.  Other funding is 
provided by various sources: family foundations, public foundations, government 
programs and sponsorships.  The organization operates on small budget during off 
years, but in the years where there is a biennial, the budget goes up to over 4 million.  
The first biennial went over the already high budget of 6 million dollars, but the second 
biennial’s budget is set at just over 4 million. 
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Chapter Two:  The Internship 
 
I.  Development Department 
When I began as the development intern, the department was only one person, 
the Director of Development, Beth Allen.  She took over the position of Director of 
Development only five months before I arrived and was in the process of revamping the 
development plan.  Ms. Allen has experience in the development departments of several 
renowned arts organizations: The Guggenheim Museum, The Drawing Center, and Art 
21.  Despite her impressive background and her skill level, there was just too much work 
for only one person.  
Much has changed since then.  The development department now consists of the 
Director of Development, Beth Allen, I have been hired as the Development Associate, 
and there is a contracted grant writer.  As a team, the department researches leads, 
writes grants, cultivates relationships with donors and potential donors, and manages 
membership.  Events, newsletters, and cultural activities are used to grow awareness 
and in turn, grow membership. 
 
II. Membership Classifications 
A.  General membership 
Members are classified by their giving level. 
i.  Sno-ball - $50 donation 
Members at the Sno-ball level receive admission for one into the 
exhibition, lecture series, and family events, plus 5% off any Prospect 
merchandise. 
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ii.   Po-Boy - $100 donation 
Members at the Po-Boy level received admission for two into the 
exhibition, lecture series, and family events, plus 10% off any Prospect 
merchandise. 
iii.  Lagniappe- $250 donation 
Members at the Lagniappe level receive all benefits of the Po-Boy level 
with an additional t-shirt or other gift. 
iv.  Picayune- $500 donation 
Members at the Picayune level receive all benefits of the Lagniappe level 
with an invitation to the VIP Preview and “Friends” private events during 
opening weekend. 
v.  Secondline- $1,000 donation 
Members at the Secondline level receive all benefits of the Picayune level 
along with an invitation to the VIP tour during opening weekend, an opportunity 
to purchase preferred Opening Night Gala seating, advanced notice on VIP travel 
packages, and a copy of the Prospect Catalogue. 
vi.  Magnolia- $2,500 donation 
Members at the Magnolia level receive all benefits of the Secondline level 
along with recognition in print materials and two additional guest passes to the 
exhibition (totaling four). 
vii.  Sazerac- $5,000 donation 
Members at the Sazerac level receive all benefits of the Magnolia level 
along with recognition in the Prospect Catalogue and two additional guest passes 
to the exhibition (totaling six). 
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viii.  Crawdaddy- $10,000 donation 
Members at the Crawdaddy level receive all benefits of the Sazerac level 
along with two complimentary tickets to the Opening Night Gala. 
ix.  Kingfisher- $15,000 
Members at the Kingfisher level receive all the benefits of the Crawdaddy level 
plus invitations to exclusive Kingfishers events, two complimentary passes to 
Opening Weekend reception, Sunday brunch, and a curator-led preview tour of 
the exhibition.  All Kingfishers will also be given credit on the exhibition website, 
invitations and programs associated with all events. 
B.  Prospectors Club 
The Prospectors Club was formed to harness the influence and enthusiasm of 
New Orleans women about Prospect New Orleans (prospectneworleans.org, 2010).  It is 
a club where the members are invited to learn behind the scenes information, be 
advocates for the organization within the city, as well as participate in social events.  The 
membership dues are $1,000 for two years, or $500 for two years if you are under the 
age of 35.  The club has been very successful.  It currently holds seventy members and is 
still growing.  Because of popular demand, this club that was originally created for 
women only, is opening its membership to men in Fall 2010. 
C.  Membership Statistics 
As the database for Prospect is still be organized and formatted to meet the needs of 
the organization, the exact numbers of members and at what level is currently unknown. 
However, the database consists of over 2,000 individuals who are all donors at one level 
or another. 
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III.  Internship Duties 
As a Development Intern for Prospect New Orleans, I worked directly with Beth 
Allen, the Director of Development.  With such a small staff, my daily duties were never 
the same.  Over time, my duties evolved as I proved to be capable and this evolution 
continues today.  The more I succeed in the tasks given, the more I am assigned.  In 
months spent working with Prospect New Orleans, I have developed a voice in the 
organization and a distinct place amongst my colleagues. 
A. Database 
I started off my internship maintaining the database, which is in an online system 
entitled eTapestry (Appendix 2).  eTapestry is a user-friendly database with the ability to 
segment donor lists by user-defined fields, maintain accounting information, and create 
lists of funding deadlines, amongst other features.  The database was adopted shortly 
before my arrival, so the first part of my internship consisted of updating the donor list 
and defining the fields to segment the lists.  This task is very tedious and time 
consuming, but the benefits of having a clean and correct database are endless. 
B. Membership Campaigns 
Another one of my initial duties was writing thank you letters to new members.  
Members can join online using PayPal, email or call to request an invoice, or mail in 
response card from one of the solicitation mailings Prospect conducts.  Prospect New 
Orleans implements two large mailing campaigns a year; one in the early spring and one 
in the early fall. For the early spring campaign, I created the membership card and reply 
envelope using Abode InDesign and executed the entire mailing to over 2,000 donors.  
The Prospectors Club was launched in early 2010, so I also participated in a bulk 
mailing to a list of names suggested to the organization by women in New Orleans. 
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C.  Customer Service 
I was in charge of all phone and email inquiries; I answered Prospect New Orleans’s 
main phone line as well as the “info” account, which receives up to fifty emails a day.  
Through this task, I became very familiar with the organization, its goals, and its selling 
points.   
Prospect New Orleans began issuing limited edition pieces as an additional form of 
revenue.  Artists that participated in Prospect.1 have donated artwork to be sold with the 
proceeds going to Prospect New Orleans.  The organization launches one piece at a time, 
approximately every three months.  These pieces range in price from $1,000.00 to 
$2,000.00.  I was in charge of all inquiries regarding the editions and processing all 
payments.  
D. Research 
Research was another large part of my internship duties. I spent endless hours on 
Guidestar and the Foundation Center website seeking funding possibilities. Because 
Prospect New Orleans is such a new organization, many letters of inquiry are sent to 
grants programs and funding organizations of all kinds to see if the organization would 
be something they are interested in or if it fits their guidelines. This process is very time 
consuming with plenty of rejection, especially in the current economic situation. 
The research was not limited to foundations; I also spent time researching 
individuals.  I would follow leads on who collects art by certain artists or genre and who 
was participating in other visual arts events across the country.  As I became more 
comfortable with discussing Prospect New Orleans, I became more proactive in 
cultivating relationships by calling and emailing potential donors as well as sending 
packets of information to funding organizations and visual arts enthusiasts.  
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Chapter Three:  S.W.O.T. Analysis 
 
I.  Strengths 
 The greatest strength of Prospect New Orleans is the art and the artwork 
presented.  Prospect.1 consisted of eighty-one artists from all over the world including 
William Kentridge, Cao Fei, Gajun Fujita, McCallum & Tarry, Fred Tomaselli, and 
Janinie Antoni,, and others.  Prospect.2’s line up is equally as impressive.  Most of the 
artists have never presented in New Orleans, which makes it special for the artists and 
audience alike.  The Director, Dan Cameron, has a strong influence in the contemporary 
art world, which results in artists being very eager to work with Prospect New Orleans.  
Mr. Cameron’s reputation aids in funding for the projects and generates interest in the 
organization as a whole.  
 Prospect.1 garnered widespread acclaim from local, national, and international 
media.  Feature-length pieces were a wide variety of publications including The 
Christian Science Monitor, The Guardian, The New York Times, The New Yorker, The 
Times-Picayune and The Wall Street Journal (Appendix 3).  In December of 2008, The 
News Hour with Jim Lehrer aired a special national television feature on Prospect New 
Orleans.  Over 100 articles were published about Prospect.1 and the level of media 
attention has not waivered. In more recent months, articles have been published in 
ArtNet, The Art Newspaper, and Good Magazine (Appendix 4).    
 Prospect New Orleans is the only organization of its kind in the United States. 
Other institutions, such as The Whitney Museum, execute contemporary art biennials, 
but Prospect New Orleans is the only organization that dedicates its entire existence to 
this endeavor with the goal of a greater good than just presenting art, and that is to 
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rejuvenate a city’s visual art community.  Roberta Smith from The New York Times 
stated, “Prospect.1 proves that biennials can be pulled off without bells, whistles, big 
bucks, and the usual suspects. Maybe even more effective… Under these conditions, 
something magical can happen: a merging of art and city into a shifting healing 
kaleidoscope (Smith, NYtimes, 2008).” 
 The economic impact Prospect New Orleans has had on the city of New Orleans is 
another massive strength.  The numbers in the Economic Impact Statement speak for 
themselves (Appendix 5). Prospect.1 attracted over 42,000 visitors, with 22,000 of them 
being from out of town.   It is reported to have generated over $23 million dollars in 
economic activity. 
 
II. Weaknesses 
 Being a new arts organization is the greatest weakness of Prospect New Orleans.  
Despite the enormous level of press and media coverage, many people have no idea what 
Prospect New Orleans is and what it is they do, even in the city of New Orleans.  It is 
crucial for the organization to create a strong brand and a consistent voice regarding its 
mission and goals, and in turn, publicize these two things to as many people as possible.  
One of the largest flaws of Prospect.1 was the lack of advertising within New Orleans.  
The focus was to bring tourists into the city, yet the city was unaware of the large 
attraction that was taking place.  The confusion was in part caused by the organization 
not wanting to do any fundraising within New Orleans for the first iteration.  It was to 
be a gift to the city.  This, of course, has since changed.  The current hope is that New 
Orleans will take ownership of the organization, be proud of it, and spread the word in a 
grassroots-like campaign, in addition to the marketing efforts the organization makes. 
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 This brings up another weakness of the organization, its main marketing tool, the 
website.  As mentioned previously, the staff of Prospect New Orleans is very small.  As a 
result, all website design must be contracted out which is expensive and not timely.  The 
website does not include the massive amounts of press coverage or information on the 
artists involved, which are two areas that should be highlighted and would drive traffic 
to the website, creating an impression on more people (Appendix 5).  The staff and 
Board of Directors are very aware of this weakness and are working to improve it.  Since 
I began my internship, this area has already been vastly improved. 
 Money is always a weakness for organizations that depend on the generosity of 
others.  Fundraising is a very hard task and the lack of knowledge about Prospect New 
Orleans’ mission and goals, makes it even more difficult.  The funders that Prospect New 
Orleans currently has are very passionate about keeping the organization afloat in tough 
economic times.  If in turn, the organization could extend its market, those that learn of 
the organization would be just as enthusiastic about it.  Many of the fans of the 
organization are young, idealistic types and artists.  Unfortunately, most of this market 
does not have disposable income to donate to organizations, no matter how much they 
love them.  At the moment, this is a neglected income group. 
 As talented as the staff of Prospect New Orleans is, it is very small.  There are 
limitations on how much five people can handle in a week.  The funds are not available 
to hire more staff members, but there are some areas that Prospect is missing out on 
because the do not have the manpower to support them. 
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III.  Opportunities 
 Beacause of the organization’s newness, there is plenty of growing room 
for Prospect New Orleans.  It is the only organization of its kind in the United States, 
and as biennials in other countries have proved, there is no reason for it to fail.  Its 
uniqueness leaves room for the organization to change and morph into what works best 
in this city.  Once an individual learns of Prospect, they are excited about it and want to 
become involved.  Social media is becoming a valuable tool for Prospect.  Facebook, 
Twitter, and the Tmblr blog have been successful in communicating with the public in a 
very inexpensive way (Appendix 6).  
Merchandising is an additional revenue possibility for Prospect New Orleans.  
The limited edition artwork that Prospect currently sells is very successful.  More 
moderately priced merchandising, such as tee shites, tote bags, stickers and posters, 
would give more people at different income levels an opportunity to support. 
During the biennials Prospect New Orleans collaborates with other arts 
organizations to present artwork.  It is a mutually beneficial relationship.  The potential 
of collaborating with the same organizations or even arts organizations in other cities is 
an opportunity for Prospect to spread their brand and mission at the same time as they 
are making friends with another organizations.   
 
IV.  Threats 
            Not unlike many other arts organizations, the greatest threat of Prospect New 
Orleans is financial instability.  In order to present such an impacting exhibition, the 
artwork must be of a particular scale and caliber, which is never inexpensive.  Following 
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the close of Prospect.1, the organization was in debt and remained in debt until early 
2010 (times, picayune article, 2010).  This resulted in the delay of the second biennial. 
The delay of Prospect.2 resulted in an immense amount of gossip about Prospect 
New Orleans, in the city of New Orleans in particular.  Unhappy former supporters 
began to spread bad rumors about the organization and predicted its immediate failure.  
This obviously discourages the support of new funders and it makes the job of the 
development department even harder.   
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Chapter Four:  Best Practices 
Prospect New Orleans is a new organization with a donor base of approximately 
2,000 people.  Despite the media attention and the enthusiasm of all those involved 
with the organization, Prospect New Orleans struggles with extending its market and 
cultivating new individual members, as detailed in the Weakness section of the S.W.O.T. 
analysis.  According to the Kansas Arts Commission Fundraising Basics Workshop, the 
best practices for Donor Cultivation are as follows: telling your story, indentify donors, 
donor cultivation and solicitation, special events, and donor recognition (K.org, 2007).   
 Prospect New Orleans has trouble with the very first step, telling the story, which 
makes each step following more difficult.  The story of Prospect New Orleans has been 
told in local, national, and international media and books on Prospect have been 
published, yet the public still does not understand the full picture.  Part of this can be 
attributed to the organization’s newness, but a larger issue is finding “champions” for 
the cause (Kansas).  Prospect New Orleans’s Board of Directors is comprised of very 
influential members of the community.  With a few exceptions, the Board Members do 
not seem to grasp the duties they undertake when they agree to become part of the 
Board.  It is not only about giving money, but supporting the organization with time and 
energy and being that “champion” for Prospect.  
 In addition to the Board’s participation, much of the problem lays with the 
approach to marketing.  According John Burnett, some of the difficulties in marketing 
non-profit organizations is that marketing is a long-term process, not just meeting short 
term objectives (Burnett, 2007).  Unfortunately, Prospect has yet to develop a long-term 
marketing plan.  The organization continues to take it one campaign at a time.  
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Although, Prospect New Orleans has a distinct niche in the visual arts world, they lack a 
really develop a strong brand.  One needs to be developed along with a three-year 
marketing plan.  Perhaps if the Board of Directors are included in the marketing plan, 
short term goals can be set to strive towards the longer-term plan as a team. 
 Step 2 of best practices in fundraising, according to the Kansas involves the 
Board Members even further.  It suggests each Board Member holding an event with 
their personal friends.  Where Prospect does succeed in Step 2, is in having key donors 
submit lists of friends and hosting events for those they feel would want to participate.  
If the Board Members would participate as much as the key donors already do, Prospect 
New Orleans would be a much more stable organization financially. 
 The last 3 steps, as suggested by the Kansas Arts Commission workshop, are 
successfully fulfilled by the Development Department of Prospect New Orleans.  Donors 
are researched, the staff is creative when approaching donors, personal meetings are 
arranged to develop a face to put with the organization, events are held, and all donors 
are prominently recognized.  The flaw in fundraising appears to be in Step 1. 
 The Venice Bienniale is a similar organization to Prospect New Orleans.  It is also 
a contemporary art biennial, yet the show takes place in Venice, Italy and the 
organization has pavillians for each country that is involved.  The Biennale has been in 
existance since 1895 and it is an honor for an artist to be chosen to represent their 
country in the Venice Biennale. Funding for the United States pavillion is provided by 
“the temporary alliance of government agancy major, well-funded non-profit museum 
institutions (such as The Solomon Guggenheim Foundation and the Guggenheim 
Museum), and private and corporate funding sources from the US (History of the 
Viennce Biennale).”   The Minister of Culture ran it until 2003, when the Biennale was 
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transformed into a Foundation, which allows the Biennale to accept contributions from 
the private sector. 
 The Venice Biennale is an organization that Prospect New Orleans can look to as 
an example of success through every kind of economy.  The organizational structure is 
different, as it was governement run and now a foundation, but the same sort of 
widespread support should exist. 
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Chapter Five:  Intern Recommendations 
 
 On a monthly basis, the staff of Prospect New Orleans meets to brainstorm about 
marketing, development, and ways to work together to best implement each of the 
individuals’ skills. With a very small staff of five and such ambitious projects, it is crucial 
that the staff members work together. As a fresh set of eyes, ears, and ideas, I 
immediately saw open opportunities for the organization.  
 
I.  Management 
 Overall, the management of Prospect is successful.  There is, however, an amount 
of communication that gets lost when the staff is so small and all news and updates are 
not communicated clearly to every staff member.  Having staff in two locations 
emphasizes this communication flaw.  The Director of the organization splits his time 
between New Orleans and New York and also travels incessantly for speaking events and 
guest curations.  As the Director, he has the final say in choices and decisions made, as 
minor a decision as which gala invitation design to use.  Email is not always the best 
form of communication and there is a delay in response.  I would recommend pushing 
the frequency of staff meetings up to once a week, no matter what the circumstances.  
There should just be a check-in with news, updates, and every staff member should 
share what it is they are working on.  With a small staff, teamwork should really 
emphasize, even more so than it is currently. 
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II.  Marketing 
 As mentioned in the Strengths section of the S.W.O.T. analysis, the artists 
involved in Prospect New Orleans are what draw an audience and fan base.  Prospect 
New Orleans does not have a public listing of the artists and artwork involved in the 
exhibitions.  They could benefit from a blog listing much like P.S.1’s Studio Visit website 
(Appendix 7).  Prospect needs to publicize the artists and attract those that are already 
fans of the artists to become fans of the organization as well.   
 During my time I attended a course called Marketing on a Shoestring Budget at 
the Foundaiton Center in New York City.  According to the course, the first step to 
marketing is simply getting attention (March 17, 2010, New York).  The speaker, Nancy 
Schwartz emphasized the importance of tools as simple as tee shirt.  Mrs. Schwartz 
suggested to have everyone on your staff and Board wear Prospect New Orleans tee 
shirts so people you come across see it and can ask, “What is Prospect New Orleans?”  
Currently, Prospect has nothing like this basic marketing technique.  It is such a simple 
concept, yet it could really spread the organization’s name as well as create extra 
revenue if the tee shirts and merchandise were sold to the public.  If Prospect could tap 
into the thousands of fans that are only able to give a small amount, such as the amount 
to purchase a tee shirt, they could raise a significant amount of income. 
 
III.  Development 
 The Development Department would benefit by more involvement from the 
Board of Directors.  As mentioned in the Best Practices chapter, with very few 
exceptions, the Board of Directors are not actively seeking funders, supporters, or 
recruiting their friends.  I would recommend a Board of Directors retreat, where they 
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can learn what exactly they can do to support Prospect New Orleans to their fullest.  I 
would also recommend issuing a newsletter to the board, such as at The Chronicle Board 
Report, published by The Chronicle of Philanthropy (Appendix 8). 
 
IV.  Legal Applications & Financial Management 
 When working with images of artists’ work, it was important for me to obtain the 
correct credits, the title, year and medium, from the artist before posting them online, 
distributing them in a newsletter, or using them in press requests.  
In addition, when an artist participates in any of Prospect’s exhibitions, a 
contract must be completed and signed by each artist. The contract spells out 
transportation and packing of the artwork, insurance, and installation.  The contract for 
Prospect 1.5 (Appendix 11) is a little different, because the artwork is being exhibited in 
commercial galleries; it is in the contract that Prospect New Orleans will receive 15% of 
any sales made as a result of the show. A Board member acts as a pro-bono legal counsel 
and oversees all contractual obligations. 
I was responsible for keeping track of all income, earned or unearned in the 
online database, eTapestry.  We have a coding system for each type of income to make it 
very clear as to what the money was for, which makes the daunting task of an audit 
easier.  I was provided with the budget for the Development Department in order to 
remain on task and aware of the goals that have been set, but I am unaware of the 
overall financal management of the organization.  An accountant out of New Orleans 
handles the organization’finances pro bono.   
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Chapter Six:  Intern Contributions 
 
 I have contributed to Prospect New Orleans on a variety of levels.  In the area of 
membership, I have taken the tasks of thank you letters, gift receipts, general inquires, 
and payment collections away from the Director of Development, who is now able to 
focus on larger tasks at hand.  I have researched and discovered foundations and grant 
makers for which Prospect New Orleans applied to and received funding.  
 Prospect New Orleans now uses social media to the fullest extent.  I 
developed a YouTube page and implemented a blog on which weekly articles about 
Prospect artists are posted (Appendix 6).  The organization is attempting to reach out to 
its younger audience with my encouraging and a few lower-priced fundraising events are 
being planned for the near future.  The organization has also been in discussion with 
Dirty Coast, a tee-shirt company in New Orleans, regarding merchandise (Appendix 9). 
 My previous experience in an office with a high volume of phone calls, emails, 
and mass amounts of paperwork has really assisted me in being organized and concise 
with the variety of tasks given to me.  I am trusted in expressing the ideals of the 
organization to those who inquire and continue to share my knowledge of the 
organization with those I come across. 
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Conclusion 
 
 My internship with U.S. Biennial, Inc. was an invaluable experience. Unlike 
internships with larger, more established organizations and foundations, working 
amongst a small staff at a start-up organization made it possible to become involved in 
every aspect of Prospect New Orleans. It was very exciting to see my ideas and 
suggestions implemented.  My title may have been Development Intern, but I assisted in 
planning events, database management, office management, website design and 
development, merchandise sales, marketing, and PR, all in addition to development.  
As an Arts Administration student, I was prepared and informed in all areas of an 
arts organization, which made me able to perform and even excel in the duties given to 
me.  As a result, I was offered a full-time position with the organization, which I 
currently hold.  I hope to continue my growth as a professional in the area of 
development and my passion for Prospect New Orleans grows daily.   
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The Wall Street Journal 
WSJ.com 
October 31, 2008 
 
 
 
 
The New York Times
NYTimes.com
November 4, 2008

The Guardian 
Guardian.co.uk 
November 15, 2008 
 
 
 
 
 
 
 
 
The New Yorker
November 24, 2008
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The Art Newspaper 
theartnewspaper.com 
September 2010 
 
 
Artnet (artnet.com) 
September 2, 2010 
 
 
 
 
 
 
 
                           
Good (good.is) 
August 4, 2010 
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Prospect.1 New Orleans 
Economic Impact Report | Visitor Profile 
 
“Prospect.1 did a lot internationally and nationally to put New Orleans on the map 
for a place to see contemporary art and mobilized local artists to get organized.”   
! Anonymous 
 
“I’ve heard nothing but good things.  [Prospect.1] was definitely a success for the 
city…  It legitimized New Orleans as an art center and exposed a lot of people not 
familiar with the city to it for the first time.”   
 ! Gallery Owner 
 
“[Prospect.1] helped establish Jazz and Heritage as a gallery and an 
important visual arts facility. We are now much more active in the visual arts, and 
it has stimulated a lot of programming since. It was great for making new 
connections, getting new members, and finding new funding sources.”      
! Executive Director, The Jazz and Heritage Festival Foundation 
 
In its inaugural year, Prospect.1 New Orleans featured the work of 81 leading international 
contemporary artists in 24 exhibition venues, occupying 100,000 square feet of space which was 
widely spread over miles of the city’s eclectic, historic, and some still blighted neighborhoods. 
Prospect.1 artists contributed site specific contemporary pieces embedded around the city in a 
way that powerfully reinforced the unique challenges of rebuilding a historic city brought to its 
knees by a catastrophic event. From November 1, 2008 to January 18, 2009, Prospect.1 featured 
the work of 81 leading international contemporary artists, bringing more than 42,000 individual 
visitors (89,000 admissions) and positive media coverage from local, national, and international 
press to the city of New Orleans.  The biennial generated a citywide economic impact of 
$23.2 million.  
Summary - Economic Impact 
• Visitor spending on hotels, restaurants, shopping, and other entertainment 
generated more than half of the biennial’s impact !  $13,945,176 ! contributing 
$1,255,065 in city and state sales taxes. 
 
• For the duration of the biennial, from October 2008 to January 2009, hotel 
occupancy was up, compared to the same period in 2007-2008 (62.6% versus 57.7%, 
respectively). 
 
• One of every eight visitors purchased works of art from local galleries or 
stores, demonstrating Prospect.1’s capacity to expand the marketability of local artists. 
 
• U.S. Biennial (the parent producer of Prospect.1) and the Contemporary Arts Center (a 
central Prospect.1 venue) reported a combined $2,847,497 million in exhibition 
expenditures in New Orleans. 
 
• Prospect.1 produced extensive local, national, and international press coverage 
with an equivalent advertising value of $5,141,233. 
Prospect.1 New Orleans 
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Methodology - Economic Impact 
 
1) Admissions are reported to be 89,000; Attendance is reported to be 
approximately 42,000 individual visitors. 
 
The exhibition was free and open to the public and there was no specific tracking mechanism in 
place to count how many people actually attended. However, intercept surveying was done at 
three of the major venues, and the responses to survey questions allows for reasonable 
assumptions/conclusions. These projections have been used to report admissions (headcount 
through the door) and attendance (individual people). 
 
Total admissions were calculated as the sum of the self-reported headcount from three major 
venues (all of whom have regular staffing at lobby reception desk), and increased by 20% to 
account for admission at 21 additional venues: 
– New Orleans Museum of Art – 35,373 admissions 
– Contemporary Art Center – 22,935 admissions 
– Louisiana State Museum (The Mint) – 16,079 admissions 
 
Total Admissions: 89,264 = 74,387 reported admissions + 20% estimated 
additional. 
 
Total attendance was calculated using survey results that 12% of respondents visited one 
Prospect.1 venue only, providing a reasonable way to eliminate ‘double counting of individuals’ 
in the headcount “admissions.”  
 
The 35,373 individuals who visited the New Orleans Museum of Art were used as the base 
number of attendees. Assuming 12% of the estimated 53,627 additional admissions visited only 
one venue (the venue where the respondent took the survey), 6,435 admissions can be 
considered unique individuals.   
 
Total Attendance: 41,808 = 35,373 admissions at NOMA + 12% of 53,627 (6,435). 
  
2) Economic Impact is reported to be $23,188,965: 
 
– Consumer Spending by attendees totaled $13,945,176;   
– City and state taxes totaled $1,255,065; 
– Direct expenditures totaled $2,846,497;  
– Marketing/Advertising value totaled $5,141,233. 
 
Consumer Spending 
Based on survey results, 50% of the 42,000 attendees (21,000 people) were visitors to New 
Orleans and stayed an average of three days. The average daily spending by tourists as tracked 
by the New Orleans Convention and Tourism Board –$211 per day – was used to calculate that 
Prospect.1 attendees from out of town spent a combined $13,293,000 on hotels, 
cabs, restaurants, entertainment and shopping. The Americans for the Arts Calculator 
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was used to calculate local spending on the event. $31.00 per day was determined as the average 
spending $29.77 per day for a city the size of New Orleans plus an additional $1.23 to account 
for the geographical configuration and scale of Prospect.1). Total local spending by 21,000 
attendees from New Orleans was calculated to be $652,176. Only one day of spending 
was assumed per local visitor.  
 
Tax Revenue 
Visitor spending is calculated to have produced $1,255,065 in city and state sales tax 
revenue. 
 
Direct Expenditures  
U.S. Biennial (the organization that produces Prospect New Orleans) and the Contemporary 
Arts Center (a key exhibition venue) reported a combined $2,847,497 million in 
exhibition expenditures in New Orleans, including payments to permanent and 
temporary staff, contracts with both New Orleans and New York companies for design, 
promotional services, construction, and event planning.  
 
Marketing Value 
Two public relations firms were contracted to assist in media relations and communications for 
Prospect.1: Blue Medium based in New York City and EBO Networks, a New Orleans based firm. 
The modest $200,000 paid to these firms, when viewed as an investment in media coverage, 
yielded an impressive $4,904,233 million return, based on its equivalent value to paid 
advertising.   
 
Additionally, a strong marketing partnership forged to assure a high profile for Prospect.1 in the 
communications budget of the New Orleans Tourism Marketing Corporation (the official 
marketing arm for the City of New Orleans) was valued at $237,000 equivalent to paid 
advertising. 
 
Visitor Profile 
An audience survey conducted by Helicon Collaborative, a research company based in Brooklyn, 
New York, had the express purpose of contrasting audiences who visit a cultural institution as 
part of a New Orleans itinerary, versus audiences who visit New Orleans specifically to attend a 
cultural event.  The survey titled Prospect.1 Audience Survey Analysis is available in full from 
the Contemporary Arts Center in New Orleans. Results are reported by U.S. Biennial with 
permission.   
 
In all 1,196 surveys were completed, based on intercept interviews administered over 10 days 
during October, November, December and January on the premises of 12 of the 24 exhibition 
venues. Findings include: 
 
– Of Prospect.1’s 42,000 attendees, 20,000 were locals and 22,000 came from other parts 
of the country and world; 39% of those in attendance came from other parts of the 
United States. The percentage of visitors from New York, California, Washington D.C., 
Massachusetts and Illinois was equivalent to those from the regional states of Texas, 
Florida, Georgia, Alabama, and Mississippi; international visitors accounted for 3% of 
attendance. 
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– Visitors not only visited exhibition sites, they also took historic walking tours, went to 
music clubs, dined out, and purchased art and antiques. Hotel occupancy between 
October, 2008 and January, 2009 was 62.6% (versus 57.7% for the same period in 
2007). While data collection methods were not rigorous enough to attribute this increase 
solely to Prospect.1, it likely played some role. Two hotels that targeted business from 
Prospect.1 directly attributed increased room bookings to Prospect.1. 
– Daily spending reported by survey respondents averaged: $289 on 
accommodations, $140 on restaurants, $135 on local transportation, $78 in bars and 
nightclubs, $88 on recreation, $145 on shopping, totaling $875 in local spending per 
person, per day.1 
–  80% of those surveyed came with at least one other person, revealing that 
Prospect.1 was a social experience for the vast majority of attendees; 94% of 
attendees said they would recommend Prospect New Orleans to a friend, and 
93% reported that they themselves will return.  
– Prospect.1 heightened the profile of and resulted in greater visitor counts for 
exhibition venues, as reported by the Contemporary Arts Center, The New Orleans 
Museum of Art, Jazz and Heritage Foundation and the Louisiana State Museum (Mint).  
Over the long run this will strengthen the alliance between these cultural organizations. 
 
Education Program Outcomes 
The mission of the Prospect.1 education effort was to develop an appreciation of contemporary 
art in young people through teacher training, guided exhibition tours, student exhibitions, and 
technique training with professional artists.  Prospect.1’s Education Program focused on three 
key areas: Field Trips, Teacher Training, and Student Exhibitions. From the outset, the 
education program generated significant interest from the community, far surpassing initial 
expectations. The educational community overwhelmingly embraced this opportunity and was 
eager to engage their students through in the exhibition. By developing a close, reciprocal 
relationship with the educational departments of the Contemporary Arts Center and Louisiana 
State Museum’s Old US Mint, the Prospect.1 educational staff, with participating teachers, was 
able to make an extremely positive impact on the youth and educators of New Orleans.  
  
– 3,042 students took field trips to Prospect.1’s installations at the Contemporary 
Arts Center and the Louisiana State Museum’s Old US Mint. 
– 175 teachers participated in educator workshops and other teacher initiatives. 
– 22 schools took advantage of financial assistance provided by the Education Program 
for transportation to and from the exhibition. 
– Over 350 students from local high schools exhibited their works at the W Hotel New 
Orleans and Contemporary Arts Center. 
 
 
 
                                                
1
 Because of the wide variance between this number and the per diem used by the New Orleans Visitor and 
Conventions Center ($219), this figure was not used in calculating the economic impact of Prospect.1. 
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The Chronicle Board Report  
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Dirty Coast Website 
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Vita 
 
 Ashley Chavis was born in Fairbanks, Alaska, but spent the majority of her 
childhood in Montgomery, AL.  She attended the University of Alabama in Tuscaloosa, 
AL, where she received her Bachelor of Arts Degree in Visual Arts in August 2004.  She 
continued her education at the University of New Orleans, where she will graduate with 
her Masters in Arts Administration in December 2010.  She currently resides in New 
York City where she is the Development Associate for Prospect New Orleans. 
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